
READ BETWEEN THE LINES

IF IT'S TRUE THAT CUSTOMERS ·CAN ONLY
TRY TO REMEMBER WHAT THEY'VE HEARD
OR SEEN... •

HERE IS ANOTHER QUICK TEST:

(YOU'LL NEED A PEN!)

MAKE A LIST OF ALL THE NEWSPAPER
ADVERTISEMENTS YOU REMEMBER? NAME
ALL THE ONES THAT ARE -TOP OF MIND-:

DID YOU REMEMBER THESE IMPORTANT KEY ELEMENTS
THAT YOU'D WANT YOUR POTENTIAL CUSTOMERS TO
REMEMBER:

1. NAME OF BUSINESS/SERVICE?
2. SPECIAL PROMOTION, SALE, OR IDEA?
3. LOCATIONS?



READ BETWEEN THE LINES

THE ARTICLE GOES ON TO SAY:

·WITH TV OR RADIO ADS, YOUR POTENTIAL
CUSTOMERS CAN ONLY TRY TO REMEMBER
WHAT THEY'VE HEARD OR SEEN. BUT WITH
AN AD IN THE PLAIN DEALER THERE'S NEVER
ANY DOUBT,·

CONSIDER THIS:

TO SHOW YOU WHY THIS STATEMENT IS UNTRUE...
LET'S TAKE A QUICK TEST,

NAME THE FIRST COMPANY THAT COMES TO MIND
IN THE FOLLOWING CATEGORIES:

NAME A MATTRESS COMPANY.

NAME A FAST- FOOD CHAIN..

NAME AN OVERNIGHT DELIVERY SERVICE.

NAME A TIRE COMPANY



READ BETWEEN THE LINES

THE ARTICLE GOES ON TO SAY:

·IN TODAY'S CHANGING ECONOM Y, CONSUMERS ARE
CAUTIOUS. BEFORE THEY'LL PART WITH THEIR
HARD EARNED DOLLARS, THEY WANT INFORMATION.
HARD FACTS. THE NUTS AND BOLTS OF YOUR
PRODUCT OR SERVICE. ONLY THE PLAIN DEALER
DELIVERS ALL THA~·

CONSIDER THIS:

IT IS TRUE THAT CONSUMERS WANT AS MUCH
INFORMATION AS POSSIBLE BEFORE THEY PART
WITH THEIR HARD EARNED DOLLARS. IT IS NOT
TRUE THAT ONLY THE PLAIN DEALER DELIVERS
THE ·HARD FACTS:

CONSUMERS GET THEIR INFORMATION FROM MANY
SOURCES. TELEVISION IS ONE OF THOSE SOURCES.
SINCE TELEVISION IS THE MOST AUTHORITATIVE,
THE MOST BELIEVABLE AND THE MOST INFLUENTIAL;
WOULDN'T TELEVISION BE A MAJOR SOURCE TO
DELIVER "HARD FACTS?"

THINK ABOUT YOUR LIFESTYLE...
• WHERE DID YOU FIND OUT TODAY'S WEATHER?
• WHERE DID YOU FIND OUT ABOUT TODAY'S MAJOR

EVENTS?

MORE PEOPLE FIND OUT ABOUT WHAT'S HAPPENING
IN THE WORLD AROUND THEM FROM TELEVISION.

TELEVISION IS A PART OF THE AMERICAN LIFESTYLE.
IT'S WHERE YOU CAN REACH WHATEVER KIND OF
PEOPLE YOU NEED TO REACH. IN FACT, ONCE YOU
KNOW WHAT CUSTOMER GROUP YOU WANT, THE
SHORTEST DISTANCE TO THEM IS THROUGH
TELEVISION'



RE.AD BETWEEN THE LINES

SUCCESSFUL ADVERTISERS KNOW IT IS
JUST COMMON SENSE TO ADVERT.SE THEIR
PRODUCTISERVICE WHERE THE MOST
PEOPLE ARE LIKELY TO see ITl

WHY ELSE DO ADVERTISEMENTS USE:
-AS SEEN ON TV· IN THEIR PRINT
ADVERTISEMENTS?

REASON:

IN TODAY'S COMPETITIVE BUSINESS WORLD,
YOU WANT YOUR MESSAGE TO BE SEEN,
HEARD AND READ AS MANY TIMES AS
POSSIBLE. THE MORE TIMES YOUR MESSAGE
IS DELIVERED ... THE BETTER!

COMBINING ALL YOUR ADVERTISING
EFFORTS TO MAXIMIZE YOUR RESULTS IS
CALLED USING A -MEDIA MIX. - MANY
ADVERTISERS USE BOTH TELEVISION AND
NEWSPAPER TO DELIVER AND ENFORCE THEIR
MESSAGE.



READ BETWEEN THE LINES

IN ONE DAY, ADULTS SPEND EIGHT TIMES
MORE TIME WITH TELEVISION THAN THEY
DO WITH NEWSPAPERS:

ADULTS: TIME SPENT

300,-,----------,
!
I,
I 4 HRS. & 12 MIN.

250 >-

200 -------- ---.

150 >-

100

"r~-{'ll MINUTES

O~-
NEWS~PER TELEVISION

SOURCE: R.H. BRUSKIN



THANK YOU FOR TAKING THE TIME
ftREAD BETWEEN THE LINES."

I HOPE YOU ARE CURIOUS ABOUT
TELEVISION ADVERTISING AND
THAT I WILL SOON HAVE THE

OPPORTUNITY TO SHOW YOU HOW
TO MAKE YOUR NEWSPAPER AD

COME ALIVE ON TELEVISION!

THANK YOU AGAIN
FOR YOUR TIME--

SINCERELY,

DANA NAGEL
WKYC-TV, CHANNEL 3
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APPENDIX Q

Outdoor Assodation of America. Outdoor: It's Not A Medium, It's A

Large. 1993, excerpts

ECONOMISTS INCORPORATED



--------



TARGETABILITY It's true, outdoor is not direct response. It's a direct hit. National, regional and local advertisers
can and do tailor their message to reach specific audiences within the marketplace. Because it's unorthodox, out of the
ordinary, and very inside, outdoor speaks directly to those you want to listen. And it takes very little time to do it.

COST EFFICIENCY In the battle for best value, outdoor can't be beat. You can't zap it. Yet it costs seven times less
than television. You can't put it aside. turn the page, or toss it. Yet it costs three times less than newspaper. You can't
turn it off, turn it down, or tune it out. Yet it's half the cost of radio.

Uverall. outdoor gives advertisers a contmuuus. dfeuive advertising presence em a local level Its Ullll1tHlhed -thllll\ Ii'

deliver specific target audiences cost effectively makes it an excellent addition to any media mix.
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$68 (~17 %)

99.1% (t 3%)

Average
Reach Frequency_.-.- .

84% 15.0

86% I7\

87% 16.0
--

87% 16.3

10.4X

1000

$108

96.2%

$108.208

100%

SMRB

Adults

18-34

Household income
$30,000 or more

- - - - -- --.-

Employed Full Time

SMRa "50 Showing

Tdmar Media Analysis

Budget

% TeleviSion

% Outduor

liRP

Cost/Rating
Point

% Reach

Average
Frequency

TIIrget Audience: W25·54
Length of Schedule: 8 w.eks

Without Outdoor
$13.67

$900

$7.95

I
$514

•Radio Magazine TV (Prime Newspaper
(:30) (Full page, Time) (1/4 Page)

Color) ('30)

Souru:

• 1991 OAAA Marketing
• Radio Advenising Bureau

• Television Bureau of Advenising

• American Newspaper Association
• Magazine Publishers of America

Cost per thousand
comparisons

$15.00

16~ $13.00

$11.00

$9.00

$7.00

$5.00

$3.00

I $1.64

$1.00 -
Outdoor

(30 Sheet)



OUTDOOR. IT'S NOT AMEDIUM, IT'S ALARGE:M
Is published by

OAAA Marketing Division

12 East 49th Street, 22nd Floor

New York, NY 10017
212 OUTDOOR (212688-3667)

OAAA

1850 M Street NW. 10th Floor
Washington, DC 20036

1202) 371-556fi or (202) 371 12R4

", 1993 oaaa
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ApPENDIX R

Yellow Pages Publishers Assodation, Advertising, excerpts

ECONOMISTS INCORPORATED



Demographic profile:
Age 25·49

Young Professional
Colege Graduate

Average Household Income $601<

Not only is lhere less free time to quietly peruse a newspaper or walk unhurried
IhlOugh 0 moll, 0 consmaer's avoiloble lime, from 00 advesli$er's perspecllye, is
locreasingly fragmented- Mogozines are proIifwolirtg, and where rkere were once
tn.ee lelemiol\ networks, now there ~e lOur, pM dOZ8N of coble channels wirh
!he prOMise of hundreds more not for off. These new choices willlROke !he
competition for comumer IiAle and oIenIion eYen mole~.

Vellow Pages meels consumers' chOf1giog needs by alowillg iJetII 10 $(lve Iiale
when shoPping fot producls or services. Vellow Pages is a powerful medium Ihal
COR larget up$Cole demographic groups such as yottll9 proles~ooal college
gmduotes with an overage household income of $60 ihousood.
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Acmrding to MedioMark Rascorch, I~js chari illlJslfOles medio IJsage for s~ecilied ''1

demographic characteristics MedioMork Reseorch is a COllsumer reseolC service >-

rhot colleds markeling and media dalo for odve,lisers, adverlising agencies and <:J,
..

olher media companies. I.J
, I

T1
n

I

MEDIA ~i <~ CiJ ~
Age Qo;upaiioo HH\' EdueoliOfl

25·49 Professional $60K College Grod

Magazines 102 107 106 107 I 1
lJ

- I

Newspapers 102 112 1 12 113

Radio 107 109 107 105

TV 99 97 99 98

S 111 129 123 126tM">ES ypls

The chari compares eoch medium's effedi\lerte~s to IOlger specific demographic
segmenls. The "index number" represents the occurrence of u500ge in ,elolKJll 10 the
total populrniort.

r(J All index larger tnoll 100 Indicates Ihol rhe medillm Ideillified i) more likely 10
,each (] certain demographic segment.

For Example: lhe !/ldex 01 111 for Yellow Pages users who ore oge 25.49 iIldicotes
Ihat

fJn

({) Yellow Pages users o,e '1% lIIore likely \0 be oge 2549 1han Ihe 1010\ popuiolioll

As showil on Ihe chart, the sludy indicoles the Yellow Pages IS a very upscale medilltll
Ihol is more effective at ,eochillg lhis demographic profile Ihart olhor media.

•Household Income

r.



WIDE AVAlLA81UTY 'fellow Pages diledorie~ ole dlslribured 10 every hOflle and
busrlless wilh 0 telephone, os well m poy tel€phones [or public ilIa ood COllvenlen(.e '

YllldiltaGIS
TRENDS
In recent ye~JIS the Yellow Pages industry hos focused on enhancing Ihe core product
by inuoducing mOlly new product enhoncemenrs.

AUDIOTEX: Some publishers are now offering 3 oudiolex services'
If) Voice InfOfmolion Service or Front of the Book Audiolex, allows the caller 10 be
connecled to all Qudio recording rhat provides such informatioo as the lolest news
evenls, weolher, sporls, horoscopes and much more.
rlJ Consumer Tips or Middle of 1I1e Soak Audiotex, appears under selected headings
that address specific coosumer questions related 10 that heoding, For illstonce, a
caller may enter a fOUf-digil number thaI appears in the TIp LInder the heading Corpet
and Rug Cleaners lhe recorded np may give suggeslions on carpet maintenollce,
dyeillg OJ tinting a carpel
!('J Talking Ads or Back of lhe 800k Audlolex, is 0 fOIJr-diglt number thai appear, Iii the
11dverliser's display ad which provides addilional informolion about lhe (Jdverliser'~

bLlsine:>s

\\"l \-J{T/8/1,
\,,-V IVC)

STRENGTHS

AWARENt:SS Of YElLOW PAGES: 99 percellt of 011 adulls Uft:l aware of Yellow
Pages as 0 reference source,

CONSTANT USE Yellow Pages ore ovotlol->Ie W~ltn rhe prospa.t IS ready fo boy
24·houls (l day, 365 doys a year.

liME SAVING Today's busy lOI15Umer" simp by f)hone d;\(jj,." pion rheM "happing
Irips.. , using Yellow P0ges to save lime, gas and energy,
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SfANDAROllATtON: In on elfort 10 fodlilole piacement ot nolionol (Ids. the Industry
has focused on 0 number of srandardization issues including:
ff) Ad sizes, borders, type sizes and SoCreem.
(0 Paginalion and PJeferentiol ad placement
f() Copy con/enl including supedotives, slogans and guarantees
If) Adverlising item names referfed 10 os UDACs lthe directory abbreviation for
Universal Diredory Adverlising Codesl.

PRODUCT ENHANCEMENTS
to "While-Knockoulsv are clea/ed by printing a tinl of yeHow lin the cose of Yellow
P0ges} on while paper in 011 areas of Ihe page except for the designared display
areas, iilusrroling an ad with a white background.
(f) "Four<olor pfOcessd is another printing /echnique that allows the Yellow Pages ad
10 conlalll 0 full spectrum of colors similar 10 color pholographs in magozine ods.

SElLING ENHANCEMENTS
Same publishers are expet'imenting wil~ laplop compu/ers thai slore specific dala on
customer occoullls, pricing and cOlltracts. Moving to a laptop selhng environment ~QS
tf1e potential of improving ovelOll productivity in !he sales force as well as projeding
a more professional image.

~

,\ulJIENU DEliVERY leilow ;\19>:' ,lie rite !w" mdllJlll 1 ,". 1,1119 ' If' "pt'. "i

rhe precise momenllhol he/she is ready to b,)y

WEAKNESSES

lARGE AND BULKY: Due 10 the large omounl of advertising III sorae direclOfies,
books ore ohen cumbersome,

INflEXIBLE: Yellow Pages direclory ads are chonged or updaled ooly ollce 0 year.
r·

NOl A CREAilVE MEDIUM: For the most port, Yellow Pages do nol iniliolfy creole
Ihe deSire for the cuslomer 10 buy like olher forms of medio.

LONG LEAD "ME FOR PRODUCTION Sale:> representali...es o~ell coil on odveclisen
six to eight months prior 10 directory distribulion, due 10 production and printing 1

requiremenls.

fM\
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WEAKNESSES:

STRENGTHS:

VIEWERSHIP The overage d!lily llelevisionl vieWing wr)' f, horor, tllllj 46 IIl1nLJle~ "'

1993

INTRUSIVE: People can resenl rhe inlrusiveness of bringifi9 produds direclly iAlo their
homes. They cannol ovoid soles meS$<lges unless Ihey IlJfII offlne sel or change rhe
channel

j.

u

3 hours, 44 minlJles
4 hours, 25 minlJles
2 hOlJrs, 43 minlJtes

Men:
Women:
Teens:

AUOIENCE FRAGMENTATION: Wilh Ihe typicollelevisiol1 viewer having the choice
of 60 or more channels coupled wilh the decline in network ratings, it becomes
increasingly Iough for advertisers 10 lell their slory ro (J mass audieoce solely wilh
televi SiOfl.

OUf.OfHOME-VIEWERSHlf: Nielsefl Media Rese<!fC:h found lhol 28 tnilion ooulls
o'Iotch lelevisiofl in out-ofl1ome localions each week and Ihot 23% of their 'ol<lll
viewing IS done in out-ol·home localions, totalling 5 hours, 49 mintttes per penon.

MARKET SAIURAlION: TeleVISion reochesvirhlully eve'yone A total 0198% uI U S
homes (94 2 million households) hove lelevlsions, according to Nielsen Media
Research estimales and 77 3 million homes have VCRs.

AUDIENCE INTERACTION: Television combines, sighl, molion, ~ound. grorhics ofid
color. This combination makes lelevi~ion's power unrivoled ill lis ability to demon·
slrole, persuade, and Cleote instanl pmdoci recogniliofl.

The Irend awoy Irom "'difectedN viewing sugQe$l$ tool viewers ..ay be less actively
Involved wilh program oIerings a negQlive lor ooverlisers hoping 10 reach Qf'I

urtenrive Qudience.

(RENDS
The remole conlrol is a wnvenience for televi~iofi viewers, but it COfi be ern
odverli$er's l1i9hlmcre. Sin(6 1985, ahe number of Americans who soy they often
switch 10 OIlOlher choonel when cOtftlUfclals appear h(l$ glown from 14'% to 27%
Arlother 47%, "'ZapN ads ocoosianoly. Bul NzappingN is not lhe only concern for
Ielevision advertisers. Other shifts in !he publids television viewing habils suggesl
(J mixed "recepiionN lot lelevised lRe$soges.

Among Ihe mOlor shihs. people are becomill9les~ udirecled~ inlheir lelevision
viewing h<lbits. In 1979, Amerkon~ were predOlftindely Vappointment" viewers
who fumed on their lelevis~n sets only when they WOflted 10 walch a specific
program. Now, Americans ore equally splil between direcred viewing (39%1 ood
"'grozingN[39%1. The direcled viewers lurn !he TV on for (] ~pecific plOgrom only,
while the grazers turn the TV on before deciding on 0 program. Anolher Il"k $<ly
lhey do both.

lmjeed, a second trend in AlOericOBS' relevision viewing habils is rhat /he lelevisiofi
is increasingly being left on os "background mediumNifi American homes. A
record high 42% of lite public, IJP Irom jus' 25% in 1979 - reporl thai they
frequefitly leave the TV on in Ihe bac~9round even when Ihey are nol aclually
worching it. The recent Irend Ioword television os Nbockground~ medium may be a
relaled, positive side. Although viewers may be paying less oIIenlion 10 il1divid1Jol
ods, people whose lelevision sets are hJrned on for 0 number of hours each day as
bCKkground noise are unquestionably belflg exposed to more odverrisements,
whether lhey ore paying full allen tion to the ods or no!.

Addilionol televis;on "ends ioclude:

rrJ VCRs ill most television homes hJrlher reduces broadcast television's audience, as
doe~ 50lellito dish progromil\Q
r() Multiset viewing is leveling aut
rf) Television audience groupiflg is diminishing
({) Viewers exhibit less loyalty 10 keep worthing any show

rnterodive lelevisiofl advertisifig is coming fosl. And itH be here in force by Ihe lime
Ihe flex' cefifury dowfls. Among its offerings will be lightly largeled advertising,
perhaps down 10 'he single individual, and i,...home prinlerslho1 delive.. coupons
lied to lelevision collltlerciois.

INCREASED COMMERCIAL CLUnER: Commercial "dulterH on lelevision·fIhe tllne
devoled 10 molerial orher thofi progrommingl·reoched a record high in 1993.

n tr'"l


